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Abstract

This research aimed to study: 1. The influence of members’ perceived benefits on the participation of
members of the Thai Chamber of Commerce. 2. The influence of organizational image on the participation of
members of the Thai Chamber of Commerce. 3. The influence of stakeholder value co-creation on the
particpation of members of the Thai Chamber of Commerce. Data were collected from 400 members of the Thai
Chamber of Commerce using questionnaires as the research instrument for gathering informnation from the sample
group. The data were analyzed using descriptive statistics to examine opinion levels and to study the influence of
member particpation, organizational image, and value co-creation on the perceived value of members of the Thai
Chamber of Commerce. The collected data were statistically analyzed using mean and standard deviation. The
questionnaire employed a 5point Likert Scale, and the statistical analyses indluded frequency, percentage, mean,
standard deviation, and multiple regression analysis.

The findings revealed that members’ perceived benefits significantly influenced the participation of
members of the Thai Chamber of Commerce at the .05 level of statistical significance. The model explained
72.9% of the variance (R? = 0.729, Sig. < .05). The factor with the greatest influence was business support (Beta =
0.482), followed by business networking benefits (Beta = 0.278) and information exchange (Beta = 0.149). Regarding
organizational image, the findings showed that it explained 75.8% of the variance in member participation (R2 =
0.758, Sig. < .05). The most influential factor was organizational credibility (Beta = 0.294), followed by responsibility
toward members (Beta = 0.234), personality and identity (Beta = 0.204), and professionalism (Beta = 0.200). For
stakeholder value co-creation, the results indicated the highest explanatory power, accounting for 78.8% of the
variance in member participation (R? = 0.783, Sig. < .05). The most influential factor was mutual benefits received
(Beta = 0.434), followed by member participation (Beta = 0.315), and collaboration between the organization and
members (Beta = 0.211). Furthemnore, all factors had Sig. values lower than .05, indicating that these factors
significantly influenced the participation of members of the Thai Chamber of Commerce at the .05 level of

statistical significance.
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